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Abstract
In this study, we explore how user characteristics, such as trust, persistence and consumer perceptions of the benefits 
and impediments of online travel shopping, influence user likelihood to complete a specific travel shopping task.  
Through an uncontrolled experiment with a multi-step travel search task, we test the difference in user characteristics 
between those that completed and those that did not complete the task.  Sixty-four percent of respondents gave up before 
completing the assigned travel itinerary. Through logistic regression we found that people who trust more were less 
likely to complete the task, while thos with a high perception of the benefits of shopping online were more likely to 
complete the task.  User persistence was somewhat significant. User perceptions of impediments to online shopping were 
not found to be significant.
Keywords: travel, Internet searches, tourism, trust, persistence 
Introduction
The online travel industry has gone through tremendous change since the dawn of the Internet and electronic commerce.  
Travel reservations constitute one of the fastest growing and popular areas of electronic commerce. Changes to the travel 
industry have been numerous, undoubtedly due to the fact that travel agencies have had to adopt newer methods in order 
to meet consumer demands and remain competitive. In today’s global and competitive environment of Internet usage and 
e-commerce, consumers are more frequently making travel arrangements online and creating their own travel itineraries. 
Online travel products are very appealing to consumers because of their flexibility and transparency. Users can quickly 
book a standard round-trip flight or arrange for train reservations, compare costs for different departure and arrival times, 
and take advantage of last-minute or low-budget travel offers. 
The information provided by informediaries or online travel agents has led many consumers to abandon the use of 
traditional travel agents and complete their own travel shopping online. However, online arrangements can often be 
difficult and time consuming, so many users do not complete the task.  This exodus leads to lost sales, as many 
consumers abandon their shopping cart when the transactional costs begin to outweigh the perceived benefits. 
With its abundance of travel-related sites, the Internet offers several distinct advantages over traditional travel agencies, 
including price reductions (Brynjolfsson and Smith, 2000), expanded choices in multimedia destination information, 
(Palvia and Vemuri, 1999), and control of search information through the display of more available trip options (Sheldon, 
1997).  Beldona (2005) found after conducting a longitudinal study that approximately 60% of people between the ages 
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of 28 to 32 years old search for travel-related information online, as do 71.5% of 40 year olds. The United States Travel 
Industry Association of America (TIA) indicates a majority of online travelers (78% or 79 million Americans) turned to 
the Internet for travel information in 2005 (http://www.neworleansadvertising.com/casestudies.html#2).
Today’s travel itinerary may include straightforward point A to point B airfare travel reservations as well as planning an 
obscure, multi-destination adventure. Users may be subjected to complications with intricate travel itineraries which 
require knowledge of airfare routes and regulations, travel product provider partnerships and the timing of a simple point-
to-point air route. For some travel searches, a travel agent may serve as the best resource.  Not only are travel agents 
generally experts in their field, but they can also offer additional discounts and perks that are only available to travel 
agents because of their special relationships with airline carriers or hotel chains. Using traditional travel agents who have 
a presence online, i.e. Travelocity or AAA, can be very appealing to potential travelers, especially when the travel agents 
adopt a new model of working for the consumer and not the supplier. The option of using travel agents who have adopted 
a new model of doing business can offer travel information without the bias of search engine web site results. 
The purpose of the study is to enhance understanding of personal differences and perceptions which contribute to the use 
of online travel shopping. Through an uncontrolled experiment we address these differences between those that 
completed and did not complete the task.  Next, we will present a theortical framework that supports our study.
Theory
Despite the promise to empower online consumers with more control over their search options and destination 
information, the information-intensive travel industry has instead produced a number of barriers that has forced many 
Internet startups to re-evaluate or terminate their online travel business. According to Walden and Anckar (2006), the 
complexity of international bookings, the time consuming nature of booking task, the uncertainty of knowing that the 
composed itinerary is the most convenient one, the poor knowledge of low-fare booking strategies, rules and restrictions, 
and the technical problems associated with online site usability are among some of the most common barriers. Travel 
information searches involve many sub-decisions and can be viewed as a hierarchical, dynamic, multi-stage and 
contingent process where the central decisions regarding travel planning are made in the beginning and are usually hard 
to change (Fesenmaier and Jeng, 2000). 
Information Seeking Behavior And Its Theories
Research that involves the examination of user characteristics and differences as information seekers rather than the
exploration of the information-searching activity is referred to as “information seeking.” Ingwersen and Järvelin (2004) 
pointed out the need to extend information-seeking research toward tasks and technology.  Rieh (2004) identified the 
relationships between the home environments, the web context and interaction situation with respect to user goals and 
information-seeking behaviors by analyzing the search activity diaries of twelve Northern California residents over a 
three- to five-day period.  
In this paper we use Wilson's (2000) definition of information-seeking behavior as the purposeful seeking of information 
as a consequence of a need to satisfy some goal via interaction with a manual information system or with a computer-
based system (the Internet).  An earlier definition from Wilson (1997) included the need of information, inner processes, 
and environmental factors affecting an individual’s response. Information seeking has often been compared to rational 
problem-solving, whereby the information-seeking process depends to a great extent on the context and on the individual 
performing it (Solomon, 2002).  Some individuals plan and structure their searches, while others gather information in a 
more flexible and spontaneous fashion. A general analytical model of information seeking and retrieval, which shows 
various actors and their interactions within the field of information seeking, comes from Ingwersen and Jarvelin (2004). 
Figure 1 represents their model, where cognitive actors or information seekers are presented in the middle of the model 
and are surrounded by several different kinds of contexts. The cognitive actor or information seeker is a user of search 
technology who has individual skills and psychometric characteristics of impatience and trust.  Information-seeking 
behavior is the acquisition of information from knowledge sources, which may come from interaction among people or 
with information systems. Information seekers are also users and authors of various information objects. Since 
information-seeking behavior is a user-centered process, we should identify what interactions and behaviors occur within 
information space.
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Figure 1. A general analytical model of information seeking and retrieval (adapted from Ingwersen and Jarvelin, 
2004.
Historically, research accommodated users as passive, situation-independent receivers of objective information. Modern 
studies by Ingwersen (1992) and Murtonen and Järvelin (1992) discovered a strong impact of task complexity on 
information seeking strategies, thus suggesting substitution of task complexity with perceived task complexity. 
Ford et al. (2003) confirmed the relationship between deep, surface and strategic studying approaches and web searching. 
In addition, the authors defined and manipulated the complexity of the task from fact-based finding to research-based 
searching.  Fact-based research has clearly defined goals, low complexity, and specified task requirements and 
instructions. Research-based tasks, on the other hand, are characterized by loosely specified goals, high complexity and
multiplicity, exceeding information given in instructions.
Numerous studies have focused on the impact of individual psychological characteristics on information behavior.  
Heinstrom (2000) discovered that there are three types of people: fast surfers, broad scanners and deep divers.  Each of 
these groups of individuals has distinctly different approaches to searching and locating useful information.  She found 
that fast surfers are insecure, cautious and easy-going in personality, with information-seeking behaviors that seem hasty 
and somewhat problematic. Broad scanner information-seeking is flexible, thorough and wide. Individuals of this type 
were typically found to be extraverted, open to experience and competitive in personality. Deep divers were found to be 
open to new experiences and put a great deal of effort into locating information of high quality. 
Trust And Persistence Of Cognitive Actor
Technical skills alone are not sufficient; in the use of information systems a positive attitude and self-confidence are also 
needed in order to cope effectively with the system. Feelings of impatience and frustration are emotional aspects that can 
form barriers to the search process (Nahl, 2001). The feeling of uncertainty, often expressed as anxiety or worry, is 
particularly strong at the beginning of a search process, when the users become aware of their lack of knowledge 
concerning the topic area (Kuhlthau, 1993).
According to (Bandura, 1986), the expectations of one's own capacities is more influential on performance than the 
actual skills one possesses and could impact information search behaviors.  If searchers consider it likely that they will 
fail in the search task, their further and future search actions are more likely to be affected.  Searchers may even abandon 
the search too soon (as many did in this study).
Trust is also a critical success factor for online businesses and is imperative for organizations and researchers to study 
how online consumer trust is promoted and cultivated (Koufaris and Hampton-Sosa, 2004).  Mayer et al. (1995) 
developed a model which labeled different dimensions of trust.  One of these labels is the individual’s (trustor’s) 
perception of the organizations’ (trustees’) ability, benevolence and integrity. Ability is referred to as an individual’s 
competency or a group of skills that allows an individual to have influence over a certain domain, whereas benevolence 
is the belief that an individual wants to do good for someone with no profit motive. Integrity is most often defined as the 
individual's perception that the organization adheres to a strict moral or ethical code. According to Luo (2002), the lack 
of online trust is one of the main reasons people drop out of online business transactions. In this paper we focus on trust 
in search technology in order to better understand consumer behavior.
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Benefits And Impediments
There are both benefits and impediments to the use of online travel planning and booking. Benefits include the ability to 
obtain destination quickly and easily without having to leave their home or office. In addition, a customer can find a 
wider variety of services, products, and general information displayed on a travel company website in comparison to 
what they may find presented in a travel brochure. Customers who shop online are also not limited by global time 
differences and can shop when it is convenient for them.
There are several impediments to online shopping.  The first of these is the amount of advertisements or promotional 
activities that benefit suppliers but are often time consuming and frustrating for the customer.  Second, the online 
information presented may be incomplete, insufficient or simply incorrect. Third, the site may be unavailable due to 
maintenance.  Last, there may be no buyer protection or guarantees offered, and if there are problems with the transaction
they are often difficult to resolve (Anckar and Walden, 2002).
In this paper we explore consumers’ psychological characteristics, such as trust, persistence and perceptions, in 
relationship to the benefits and impediments from online travel shopping. Trust, persistence and perceptions toward 
online travel searches are descriptors of cognitive actors, while search results are a product of the information system 
interface choice.  Additionally, we address the consumer’s likelihood to complete their online itinerary.
Methodology
In our research study we conducted an experiment to observe the possible factors influencing a complex travel-related 
search.  A survey instrument was developed asking respondents about four general classes of information: (1) their trust 
in online searching technologies, (2) their personal persistence, (3) their perception of benefits and (4) impediments to 
online travel searching. Schematically, four dimensions influencing respondents’ performances on finding the cheapest 
and most accommodating travel itinerary are presented as a model in Figure 2.
Cognitive  actor
Trust
Impediments
Persistence
Benefits
Results
Figure 2.  Researchers’ model
Note that our model is predicting trust in search technologies in general.  We thought it would be important to allow
subjects to choose search tools with which they were familiar, rather than require them to use one over another.  This
decision is a better reflection of what the subjects would choose to do if left to their own devices.  Subjects generally 
choose to use sites such as google.com, yahoo.com, expedia.com, travelocity.com and other similar travel and search 
portals, although a few chose brand-specific websites such as delta.com.
Business students from a comprehensive southeastern university in the United States were asked to complete an Internet-
based travel itinerary and submit the best offer of a round trip to the exotic Chatham Islands for two people.  According 
to the instructions given, the travelers were to set out on a journey at the end of May and were to travel for one week. The 
students were allowed to use their own judgment when planning the route and dealing with the issues such as the closest 
departure airport, the number of layovers, and the time in flight. All accommodation facilities and rental car 
arrangements were required to be economy class. Respondents were asked to book at least one "touristy" educational 
activity such as a museum visit while on the island. 
The previously-described exercise was intentionally designed to be very complex and challenging for the respondents.  
By challenging them to plan something beyond what most of them experienced, we were able to better gauge their 
behavior when they had to go beyond their usual Internet-searching comfort zone.  While many of the respondents had 
booked air travel within the United States, very few had done so to a remote location. As a motivation to produce the 
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lowest cost itinerary and complete the tasks, respondents were offered a $50 gift certificate to a local restaurant. The 
average respondent indicated that they spent about 3.5 hours on the task.
After the respondents reported their findings, we ranked those that finished the task and those who did not on the 
dimensions of trust, persistence, perceived impediments and benefits from online travel sites. We built a predictive model 
to explain important factors in the decision-making process of completion versus the abandonment of online travel 
planning.
Results
A total of 122 respondents were surveyed, with 44 of those completing the search task experiment.  Of those that did 
complete the task, 72% were male and 28% were females.  The average age of the respondents was 21. Previous studies 
have shown that upper-level Information Technology classes consist of a much higher number of male students (Medlin 
and McCarthy, 1999). Everyone in our sample was familiar with and had previously used the Internet for various kinds 
of purchases. Ninety percent of respondents had previously done online travel searches, with 29% of those reporting
online searches as tiresome.
Analysis and Results
In Table 1, we present the reliability of the constructs.  To assess the reliability of the scales, Cronbach (1951) alpha 
coefficients for the various subscales were calculated.  All of the constructs have a Cronbach Alpha above .70. All 
questions were on a 7 point disagree/agree Likert scale.  To avoid self-promotion bias, we chose to measure Persistence 
on a reverse scale, with the one variable of Persistence left as a check.  This variable was later reversed to numerically 
flow with the rest of the constructs. 
Table 1.  Constructs reliability and descriptive statistics
Construct Variable Name Question Mean Std. Dev
Persistence1 In my opinion it is profitable to concentrate on the first relevant information you find since it saves time 3.52 1.22
Persistence2 I do not finish what I start 2.59 1.20
Persistence3 I give up easily if I do not find what I want quickly 2.84 1.13
Persistence4 I do not tend to stick with what I first started searching for 3.64 1.26
Persistence5 I get irritated if I don't find what I am looking for on the first page 3.31 1.02
Persistence
(alpha=.701)
Persistence6 It is important not to overlook relevant information when seeking for information (Reversed) 2.64 0.92
Trust1 The search technology provider is truthful in its dealings with me 4.26 0.83
Trust2 I believe that the search technology would act in my best interest 4.88 0.99Trust(alpha=.724)
Trust3 Overall, the search technology provider is trustworthy 4.44 0.84
Benefits1 A wider global selection of vendors and products 5.52 0.97
Benefits2 Greater possibilities for comparison shopping and price 
comparisons 5.49 0.94
Benefits3 The possibility to test some products (software) prior to making purchase 4.55 1.27
Benefits4 Some digital products (music, movies, software) are delivered 
online by downloading 5.31 0.97
Benefits
(alpha=.733)
Benefits5 The availability of personalized products or services 5.29 0.93
Impediment 1 Insufficient connection speed 4.47 1.39
Impediment 2 Limited experience of computers and/or Internet 3.84 1.40
Impediment 3 Problems location information online 4.03 1.31
Impediment 4 Fear of fraud (delivery of defective items) 4.85 1.25
Impediments
(alpha=.796)
Impediment 5 Security risks 5.01 1.15
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Table 2 tests the significant difference between the constructs using Independent T-tests.  The construct on Impediments 
shows no significant difference between students who did or did not complete the experiment. The first factor of 
impediments shows no significant difference where the factor of Persistence, or the lack thereof, indicates that the groups 
are significantly different.  Specifically, we can interpret this to mean that those who were less persistent were less likely 
to complete the task.  Those who were more trusting were also less likely to complete the task, and those who perceived 
the benefits to be high were more likely to complete the task.
Table 2.  Difference between groups who completed the task and 
those who did not
Complete N Mean Std. Dev T stat Sig.
No 75 4.56 .958
Impediments
Yes 44 4.32 .977
1.105 .271
No 77 3.20 .741
Persistence
Yes 44 2.89 .631
2.341 .021
No 77 4.65 .617
Trust
Yes 44 4.32 .826
2.471 .015
No 76 5.06 .693
Benefits
Yes 42 5.41 .665
-2.675 .009
In Table 3, the Omnibus Test on logistic regression shows that overall model coefficients are significant at .002 level,
and the Model Prediction concluded that overall the model predicted in which group the individuals would be 69.2% of 
the time.  The R Square is .188, showing the equation explains 18.8% of variance. Note that we had 78 people who did 
not complete the task, and 44 who did; however, due to a few of incomplete responses that were deleted, the N of in each 
group may vary slightly.  Rather than delete the entire subject with a small amount of missing data we elected to consider 
each subject, where possible, to include a more complete data set overall.
Table 3. Summary of Model Fit
Omnibus Tests of Model 
Coefficients Model Prediction - % Correct
Chi-square df Sig. Complete Not Complete Overall
Nagelkerke 
R Square
17.203 4 0.002 90.7 31.0 69.2 .188
In Table 4 we collapsed each variable into the equation.  Perceived benefits and consumer trust were found to be 
significant.  Impediments and persistence were not.  Benefits were significant at the .016 level.  Because this is logistic
regression, we interpret these equations in terms of probabilities or log odds.  In this case you take B (the equation 
constant) and raise e^B to get the probabilities.  We interpret this equation in terms of Exp(B).  For every one unit of 
change in perceptions of benefits, consumers are 2.35 times more likely to complete the task than at the benefit 
perception before. Trust appears as a negative sign, meaning that with each unit increase there is a decrease in the 
probability of completing the task.  Specifically, with each unit increase in trust, respondents are .494 (half) as likely to 
complete the task.  Thus, the more cynical (less trusting) are more likely to trust themselves rather than others and 
perhaps follow through with tasks.
Table 4. Variables in the equation
Variables in the Equation
B Exp(B) Sig.
Constant .268 1.307 .911
Impediments -.166 .847 .473
Benefits .855 2.351 .016
Trust -.706 .494 .043
Persistence -.459 .632 .166
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Conclusions, implications, limitations and future research
In this investigative study we found that users perceive the benefits of online shopping to be high.  Interestingly, 
participants who indicated the benefits as high were more than twice as likely to complete the task than those who did not 
complete it.  This issue is very important for the online travel industry to better communicate the benefits of online travel 
bookings, such as promoting the fact that online booking offers wider selection of products, allows for easier price 
comparison, provides fast online ticket delivery and can assist in the construction of personalized travel itineraries.  It is 
also important that consumers have an accurate understanding of the benefits because they may have not have perceived 
them correctly. 
Several different factors affect consumers' online experiences.  Regarding trust, those consumers who were more trusting 
were less likely to complete the task, suggesting that cynicism may have some redeeming value in online travel bookings. 
Specifically, those who were less trusting exhibited more perseverance.  Those customers who believed online travel 
search technology might take advantage of them or present false information were more likely to complete the task, since 
they were continuously shopping for a better deal. Interestingly, it was mistrust, not persistence, that drove them.
Although persistence was not found to be significant in overall logistical regression equation, there was a significant 
difference in t-tests between groups who completed and did not complete the task. Not surprisingly, those who rated 
themselves as having more persistence were more likely to complete the task.  Unexpectedly, perceived impediments 
were not significant in this study.  Although people who completed and did not complete the task differed in their 
perceptions of the difficulty in locating information, those who did complete their booking spent on average 12 hours
doing so. Although travel vendors and sites may not be able to directly manipulate user persistence since it is an inherited 
physiological characteristic, travel vendors should still be able to impact trust and perceptions of benefits through careful 
marketing and user interface design. 
While the use of students to complete this complicated task may limit the study’s generalizability, in some ways it may 
actually represent the population that is most likely to take advantage of this type of travel experience. In addition, since 
it was not feasible to search for individuals who might be willing to complete this type of task, we determined it was best
to conduct a simulation in the form of a competition with an award as a motivator.
Future research could explore a wider variety of locations and conditions.  A more diverse customer sample set with 
additional user characteristics and interactions with electronic infomediaries during travel searches could also be studied.
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